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Why this
Advisory Committee
IS SO Important...

e America’s Health Report Card
e Consumer needs change and evolve

e Marriage of consumers and technology
IS creating a new level of food
Information...and opportunities



Food & Health Trends 2010

Food obsession will continue and grow

Fad diets will always be a factor

Globesity shifts

from awareness to consequences
Processed foods = disease

Pure, fresh, natural = health

Handheld devices set real-time information
standards

VALUE for the money



'T'he Nation.

WAKE UP, AMERICA!

ISSUE

FEATURING
~ALICE WATERS
ERIC SCHLOSSER
ICHAEL POLLAN
WENDELL BERRY

Consumers are HUNGRY
for health & food
mformatlon'

D1 VUIVIFAIN ]

1t's a movie. It's a movement.



Health & wellness trends scorecard

Neqaﬂves
L W

" -Stressed out
efforts

Who can | turn to?



for the perfectapple
BY JOHN CLOUD




Understanding Rationale
SPINS Consumer Survey

For the good of To protect the
my children environment,
590 society
To control or 420
lose weight

820

A health or For overall
4590

condition

8206
Allergies
926
Some other Higher product
reason quality/taste

9%0 1290



Natural vs. Overall

Natural
Natural FDM Supermarket
4.3% 1.6%

+13.4%

+13.1%

All Categories

Conventional
FDM
94.1%

Natural Products
growth continues
to outpace
Conventional
products by over
10 percentage
points

Natural Products
iIn Natural Product
Supermarkets are
just slightly
outpacing growth
of Natural Products
in FDM

Source: SPINSscan thru 11/05/05



What’s changed

Food & beverage brands reformulate
»Lower sugars
»Whole Grains
»Higher Fiber
»NoO trans fats
»Lower fat
»Energy
»Probiotics
»QOrganic



The Progression of the
Natural Products Consumer

Trial Transitional Regular Committed

N e
Purchase Accidental Health Good 4 Good 4

Rationale Condition Me Me
Promotion Diet Good 4 Good 4
==10011)Y; ==10011)Y;
Diet Good 4 Good Good
Me Taste Taste
Allergy Good 4
World

% of US 559%0 25%0 17%0 3%0

Source: SPINS/IRI Natural Products Consumer Solutions
HH Panel Reporting for 52 weeks ending Dec 2005






The New American Consumer

*\WWI1Il Generation
eBaby Boomers
eGeneration X
eGeneration Y
eCultural Diversity
elncome

eFamily Size



U.S.

TOTAL
Population

0—4
5—19
20 — 44
45 — 64
65 — 84
85 +

Age Projections

2010 2030 2050

7%
20%
34%
26%0
11%

2%

7%
20%
32%
23%
17%

3%

7%
19%
31%
22%
16%0

2%

Source: U.S. Census Bureau, 2004, “U.S. Interim Projections by Age”

%% CHANGE

49%

46920
32%0
26%0
49%
11490
389%0
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Leading Health Problems 50+

Arthritis
Hypertension
Hearing Impairments
Heart Conditions
Cataracts
Orthopedic Impairments
Sinusitis
Diabetes
Eye Impairments
Food Allergies
Hemorrhoids



Boomers at a glance...

Young Boomers Old Boomers
(40s) (50s)
High Blood 14%0 2620
Pressure

High 12%%06 19%06
Cholesterol

Diabetes 5% 11%0

Heart 290 490

Disease

Source: NPD Group



At 35,
most body functions
start to decrease
at the rate of
1906 a year



Getting Older Usually Means Getting Fatter

Average % Body Fat
40

18-25 26-35 36-45 46-55 56+

Source: Mayo Clinic



In 2010
the first of the

Baby Boomers
are 65!






2007 NCA Consumer Insights Survey 3,434 U.S. Shoppers



How Consumers Eat;:

e 869 eat home-cooked meals 3x+ week
e 4290 eat at full service restaurants
1-3 times month

e 3590 eat fast food LESS than once a
month

e 25096 eat candy at least once a day
e 36% eat snacks at least once a day




What’s Most Important

Number One:

Product Freshness

(selling products before the ‘use
before/sell by’ date)



What’s Most Important

Accurate Shelf Tags
Clean, neat shelves
Low Prices

Store Brands

Ethnic selections

Organic selections



A Healthier Diet

From a list of 31 possible activities:

» 18% eating MORE fruits & vegetables
» 59% eating LESS fried foods

» 53% drinking MORE bottled water

» 51% eating MORE whole grains

» 50% eating LESS junk food

» 49% eating MORE fresh foods

70% said their diets could be healthier



What are the motivators?

#1 Price

#2 Brand

#3 Health Claims

H#A4 Preservatives & Additives
#5 Organic



Are you more or less concerned than one
year ago about your family’s nutrition,
fithess, and/Zor weight control?

More 82%
Less 1/7%

Are you concerned about your family’s?

Yes
Nutrition 95906
Fithess 9490

Weight Control 90%

Source: SupermarketGuru.com Quick Poll 2006



How closely do you read
Ingredient statements?

Read completely 66%0
Scan quickly 21%
Just look for one or two key 13%
Ingredients

Don’t read them at all 1%

Source: SupermarketGuru.com Consumer Panel Survey 2006



What’s having an
Impact today?



The Consumer Is becoming
the COMMANDER
of the shopping experience...



DoCoMo, ScanBuy, CellFire,
IPhone replace
the shopping list, the credit card
and the search engines




| ACME Grocery | Lifestyle shopping

your basket browse the stare

Cereals

Guidance

Recommendations
Balanced diet foods

Organic Low

Oranges (spain)

| £1.34 perkg

Pai

your account

jan

IF this is not you

A lifestyle
supermarket




“Digital Diagnosis” allows the
consumer to take
responsibility for health &
wellness



Do-it-yourself DNA kits for $99

Heart Health
Antioxidant / Detox
Bone Health
Inflammation
Insulin Resistance




Think “America the Green”
as environmentally friendly
food sources,
minimally processed foods,
automobiles
AND CORPORATIONS
become pervasive






Food Safety Issues
become bullet-proof thru
technology and RFID






Food Allergies create a new
category that will
be one of the fastest growing
sectors






My objective:

to be the beacon which guides
consumers ...

and helps them navigate through the
storm of ever evolving new products,
nutrition and science information;
and empower them to make the best
food decisions



Optimism

Participation Trust
,,5’3 * Y

Socialization & Diversity



Contoct Me + About Us + Links + Search + Using the Site + Newsflash Sign-Up +

(A [y
Supermarket

GURU,

Smarter shopping,

healthier eating,

better livimg. ..
food & Health New:
New Products & Reviews
Conzumer Pane!
feature Columns
V-Radio-Print-Web
Phil's Fat Diaries®
Toals & Goodies
Birthday Creetings
Recipe Search
For Marheters

Wour Parh
Loy Comosi e e

Enlightenment™

Phil's Latest Video Reports:
F 3 in th

e Meet

¥ the USA's Best

| Bugggr @ Coffee Chat News
- tlick here - & Personal Fat Diary

T Z o

SupermarketGuru.com is updated daily with the lates
and health news a egular features...

LATEST NEWS..

February 26, 2007 G
Pr
One More Reason to Enjoy Olive 0il:

New Study Shows Benefits in

Preventing Stomach Ulcers and

Cancer

THIS WEEK..

Consumer
Panel of
66,000+
INVOLVED
Shoppers

11+
million
unique
VISItOrsS



PERSON OF THE YEAR

Yes, you.
You control the Information A

fices

Welcome to your world.




Unprecedented
consumer complexity
and
competitive intensity
has driven
consumers
to a
“world of extremes”



Phil’s Supermarket

For the consumer:
Education, celebration, connection

For the retailer:
Marketing research, path to future

For USDA:
Leadership, consumer insights



Getting the word out...

NGA, GMA/FPA, NCA and IBM...& more
“Ribbon Cutting” at FMI in KRAFT booth

Major Publicity Effort: TODAY, 20/20, Oprah,
USA Today, Fortune, trades

Keynote “live” demo presentations already firm
at: NGA and NCA annual conventions

On-going synergy with Food & Health on MSNBC



OBJECTIVES

Par-t:-ler- with NBC News to develop a groundbreaking,
360° comprehensive platform targeting the American consumer.
and nutrition.

Associate with the nation's foremost expert on food

industry insider information and

+« Empower consumers with
knowledge to help benefit the American family.

household decision makers

educated, affluent,
the grocery isles.

Reach the well
before they hit

A







The future of the food world
IS IN The Three “C”s

e Cater

to health and wellness
e Create

a convenient shopping experience
e Celebrate

eating, assembling, and cooking



Final Thoughts

Consumers WILL change
The food world is In flux

2007 1s about:
e Health
e Ethnic EVERYTHING
e Convenience
e Technology
e Value

Focus on both the

TRADE and CONSUMER
Relationships

BEING the
SHOPPER

Underslunding the Buyer’s Choice

Food Trends Correspondent for the TODAY Sho

Phll Lempert

THE SUPERMARKET GURU*
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